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of languages in Scotland’s schools in 
general and of Gaelic in particular. In 
this respect, they draw attention to the 
historical discrimination against Gaelic 
and the resulting differences in today’s 
needs of Gaelic education, depending on 
the individuals’ previous Gaelic knowl-
edge and local demography. Politically, 
Nicolson and MacIver point to a secure 
legal status for Gaelic, a wider integra-
tion of Gaelic into the educational sys-
tem, and the prevailing lack of support 
among many politicians, despite various 
counter-examples. In their summary, the 
authors draw a moderately positive con-
clusion: On the one hand, they call GME 
“one of the success stories of recent 
Scottish education”. On the other hand, 
several major issues remain unsolved, 
and “if Gaelic as a language is to sur-
vive into the next century, …, then GME 
will require attention as one of several 
key language planning factors central to 
the survival policy”. 
To sum up, the aim of the book in 
providing an introduction on current 
Gaelic Medium Education, including its 
historical background, is well achieved. 
The texts are easy to read and are well 
supported by statistical data. Given its 
limitedness of only 73 text pages, one 
can deduct that an extended analysis was 
not the aim of the editors. Readers who 
wish to have such a detailed analysis 
should consult the detailed bibliography 
(covering titles up to the year 2002). 
However, for all those that are looking 
for a short, general introduction into 
GME, the volume nicely fulfils its pur-
pose.  
 
Heiko F. Marten 
Freie Universität Berlin 
 
Schroll-Machl, Sylvia (2003). Doing 
Business with Germans. Their Percep-
tion, Our Perception. Göttingen: Van-
denhoeck & Ruprecht, 216 pp., 24,90 €. 
Due to the process of globalization, cul-
tural differences are no longer a matter 
of interest to tourists and scientific re-
search, but have become part of the daily 
life of many. A vast amount of knowl-
edge about culture is necessary in order 
to successfully manage international 
business, as Alexander Thomas claims in 
the foreword to this book (p. 9). 
Germany is an important player in  
international business, therefore many 
people world-wide are working with 
Germans, and many Germans come into 
contact with foreigners.  
Doing Business with Germans. Their 
Perception, Our Perception by Sylvia 
Schroll-Machl specifically addresses 
members of both groups. The author, an 
intercultural trainer with a background in 
psychological research, provides the 
readers with information about the ‘cul-
tural logic’ of their own and the other’s 
behavior, in order to enhance their inter-
cultural competence. 
Schroll-Machl uses four chapters to 
address both the theoretical and practical 
issues of German culture. The introduc-
tory chapter (7 pages) explains not only 
the relevance of understanding the ‘cul-
tural logic’ of other’s and one’s own 
‘culture standards’ to intercultural com-
petence, but also informs the reader that 
the book describes probabilities and does 
not try to explain the behavior of each 
German individual without exceptions. 
The following chapter (12 pages) pro-
vides the reader with an explanation of  
the concept of ‘culture standards’. On the 
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basis of defining culture as an orientation 
system it explains intercultural misun-
derstandings as the application of dif-
ferent systems. The cultural socialization 
provides the individual with communica-
tion tools which may lead to wrong con-
clusions when communicating with an 
individual of a different culture / orienta-
tion system. In order to communicate ef-
fectively in an intercultural context the 
individual must not only understand the 
system of the other culture, but must also 
reflect his own system. Each system con-
tains elements, which are interrelated. 
These elements are called ‘culture stan-
dards’, they simplify complexities and 
provide behavioral guidance. By analyz-
ing so called ‘critical incidents’ it is pos-
sible to identify and describe central 
‘culture standards’. The author stresses 
the fact that the concept of ‘culture stan-
dards’ is limited since culture is only one 
aspect of human behavior. Therefore it is 
essential to keep in mind other produce 
variables which influence behavior, such 
as interpersonal and situational aspects. 
Nevertheless, since people often interpret 
behavior from an interpersonal or situ-
ational viewpoint, as the author claims, 
the book can provide the reader with in-
formation on the third – the cultural – 
aspect of communication. 
In the chapter ‘the historical context’ 
(7 pages) the reader will find an expla-
nation of how German cultural standards 
have developed over time. It contains  
a brief overview of German history  
and names the large pillars of the Occi-
dent (classical antiquity, the Judeo-
Christian religions and Protestantism), 
the disintegration into territorial states 
and the ongoing existential upheavals as 
the major factors which shaped German 
mentality. 
The chapter on ‘Central German Cul-
ture Standards’ is the most extensive 
chapter (164 pages), and this is where the 
strength of the book lies. Schroll-Machl 
presents eight central German ‘culture 
standards’ and illustrates them with  
several ‘critical incidents’ she learned 
from participants of her intercultural 
training courses. The chapter is therefore 
organized in 8 subchapters, each about 
20 pages long: 1. Objectivism (Objec-
tivity, Task-Orientation), 2. Appreciation 
of Rules, Regulations and Structures;  
3. Rule-Oriented, Internalized Control,  
4. Time-Planning, 5. Differentiation of 
Personality and Living Spheres; 6. Dif-
ferentiation Between Professional and 
Private Life, 7. Low-Context Style of 
Communication, 8. Individualism. 
To help the reader to quickly find 
information, all subchapters are broken 
into the following sections. The first sec-
tion of each subchapter is called ‘How 
Germans are perceived by other cultures’ 
and contains a list of spontaneous re-
sponses from foreigners asked about be-
havioral differences they have noticed. It 
is followed by several examples of situa-
tions reported during intercultural train-
ing courses in Germany. The author then 
defines and explains the specific ‘culture 
standard’ which is the basis for the situa-
tions described. She gives additional ex-
amples for behavior influenced by this 
‘culture standards’, often with a specific 
focus on communication style. The next 
section discusses the advantages and dis-
advantages of the particular ‘culture 
standard’. The section ‘Recommenda-
tions’ consists of two parts, one is a list 
of suggestions for non-Germans working 
with Germans, and the other a list of 
suggestions for Germans working inter-
nationally.  
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Each chapter concludes with a section 
called ‘Historical Background’ which 
explains how this particular ‘culture 
standard’ has developed over time and 
what circumstances have influenced its 
development. 
The 8th ‘culture standard’ ‘individual-
ism’ is a fundamental standard in west-
ern culture in general. This chapter there-
fore includes a section called ‘Indivi-
dualism and other Culture Standards’ 
which explains how individualism influ-
ences all other German ‘culture stan-
dards’. 
The book concludes with an explana-
tion how the reading will influence the 
reader’s perception – again differentiated 
between the German and the non-
German reader – including a list of chal-
lenges and tasks to conquer in the future.  
As opposed to many classical read-
ings on German culture such as Craig, G. 
(1991)1, Ardagh, J. (1995)2 and Hall, 
E.T. & Hall, M.R. (1994)3 this book is 
written by a German. It is based on re-
sults of current scientific research done 
by Alexander Thomas and the Regens-
burg Institute of Psychological Research. 
The book helps the reader not only to 
understand the basics of the concept of 
‘culture standards’ – and can therefore be 
used as an introduction to this concept –, 
but also to apply theoretical findings to 
every day life.  
The theoretical background is ex-
plained in language that is brief and clear 
and is illustrated with several examples 
from the authors experience as an inter-
cultural trainer. This feature makes the 
book a rich resource for anyone who 
deals with situations in which Germans 
are involved, such as Non-Germans 
working with Germans, Germans work-
ing in an international context, exchange 
students, etc. It can also be used as read-
ing material to be discussed in an inter-
cultural training or a seminar about inter-
cultural communication. 
The book is also available in German: 
Die Deutschen – Wir Deutsche. Fremd-
wahrnehmung und Selbstsicht im Berufs-
leben. 
 
Stefanie Seewald 
Universität Lüneburg 
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